DISCOVER 


THE POWER OF 


egba. 
WHETHER YOU LISTEN ACTIVELY OR PASSIVELY, 


ALWAYS HAS YOUR ATTENTION! 


Audio ads work effectively in two modes, both when they are at the forefront of the listener's attention and 
when they are heard in the background 
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RADIO ADS: THE ONLY LIMIT IS La 
YOUR IMAGINATION! 


Audio advertising offers creative flexibility and gives 


each listener a unique experience within the theatre of 
the mind. 


NEED A PROOF? Natural speech 


reveals the semantic 

maps that tile human 
cerebral cortex by 
U.C. Berkeley (US) 


Click here 


SPOT 01: Blinking - Unilever 


SPOT 02: Barking puppy - Henkel 


ARA 


TES 


SPOT 03: You should have called - Vodacom 


SPOT 04: Nestlé 


egba 
IS ON EVEN 
WHEN SCREENS ARE NOT! 


Radio reaches listeners at 
key purchase-relevant and unique touchpoints during the day. 


AMPLIFIES 
= ¿e OTHER MEDIA! 


Radio TV 
A ee re eee Adding toi media mic diwasa ampittier eect 
¿O Uplift 
in sales 
Radio Online 
banners 


response rate 


to mailing 


Radio E-mail campaign 
Adding radio to the media mix Growth on 
spontaneous 


awareness 
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ROI AND GALL-TO-AGTION: 
IS ON IT! 


Radio delivers the strongest short term ROI and has 


Average short term ROI for radio 


» RETAIL: 


an unrivalled power as the call-to-action medium. al speni 
» FOOD RETAIL: 
per spent 


Average short term ROI for radio 


» ALL SECTORS: 


Y MOI 
CIS 


HELPS 
BRANDS GROW 


When included in the mix, audio advertising 
significantly expands your brand. 


——— 4 


WITHOUT RADIO 


Increase in brand awareness 


Increase in purchase intent 
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